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This report is one of a series being prepared for the Conununity Resources 
Council of Savannah and Chatham County -- a Council established by the govern-
ing bodies of Savannah and Chatham County. Composed of the Mayor of Savannah, 
Chairman of the Chatham County Conunissioners, and representatives of various 
quasi-public and private groups whose efforts are devoted to the general wel-
fare and economic development of the conununity, the Conununity Resources Council 
is responsible for the economic adjustment process necessitated by the closing 
of Hunter Air Force Base. 
Since the application of research findings and the solution of problems 
are the focal points of the work in process, much of the work being done will 
not appear in the form of finished reports. Rather, every effort is being 
made to translate findings into action and into new jobs at the earliest pos-
sible time. A series of formal reports will, however, appear on various spe-
cial subjects like this one on retail trade. 
The first such report appeared simply as an attachment to the first prog-
ress report because of the importance of transmitting the findings as quickly 
as possible. It dealt with the estimated dollar impact of the projected clos-
ing of the base -- and produced figures far less than the loss previously an-
ticipated. A total annual loss of only $13.5 million can be expected when the 
base is completely phased out. 
The second report focused on tourism -- like retail trade, one of the best 
sources of new payrolls in the months inunediately ahead. In each case findings 
were reviewed with representatives of both the project sponsors before being 
printed for general release. 
Work currently in process focuses on additional manufacturing opportuni-
ties, possible expansions of existing industry, and alternative uses of the 
Hunter Air Force Base facilities and acreage. Throughout the period when the 
analyses are in preparation, findings and recommendations will be transmitted 
to the Council so that appropriate action can be taken without waiting for the 
printing of any additional formal reports which may be submitted. 
In addition to increasing retail trade of the area by successfully com-
peting for dollars being spent in other communities by some citizens of Savan-
nah, a vi gorous property improvement program, particularly in the downtown 
area, can in itself generate a significant economic activity. Moreover, what 
is presently a deterrent to industrial development could be converted to a 
positive factor in attracting new industrial payrolls. Today the competition 
be tween communities in efforts to attract or hold industry is exceedingly keen. 
A city which overlooks its weaknesses is courting frustration in its attempts 
to attract sophisticated manufacturing companies, for it is well known that 
i ndustry looks at many aspects of community life, in addition to the physical 
facilities necessary for its operation. The amenities of life available for 
a company's employees at times are equal in importance to the physical plant 
requirements. 
The physical appearance of Savannah, the courteous reception (or absence 
thereof) from taxi drivers, desk clerks, and sales clerks are frequently as 
important elements of the over-all impression left in the mind of an industrial 
pr ospect as the tax rate, energy costs, and political sophistication. Savannah 
itself is as much part of the "package" to be sold to the prospect as the plant 
site, water supply, or cost of labor. At the moment, a great deal remains to 
be done to put Savannah in a competitive position. 
The total cost of the project, because of its unusual nature, is being 
shared by the City and the County, on the one hand (each paying one fourth), 
and the Industrial Development Division. 
Questions and corrnnents are invited. 
Kenneth C. Wagner, Chief 
Industrial Development Division 
GEORGIA INSTITUTE OF TECHNOLOGY 
Table of Contents 
Summary 
INTRODUCTION 
THE STATUS OF RETAIL TRADE ACTIVITY IN SAVANNAH 
Background 
Retail Sales Trends, 1958-1963 
EXISTING AND POTENTIAL RETAIL TRADE PROBLEMS 
Opinions and Attitudes of Consumers 
Purchasing Habits 
Influence of Other Cities 
Consumers' Evaluations of Savannah Retailers 
Needed Improvements 
Suggestions for Improving Downtown Area and Shopping 
Centers 
Consumers' Evaluations of Services 
Reactions of Individual Retailers 
Outside Audit Findings 
Cooperative Effort among Retailers 
Merchandising Practices 
Caliber of Personnel 
Variety and Quality of Merchandise 
Interiors of Stores 
Physical Appearance of Downtown Area 
Physical Appearance of Shopping Centers 
Traffic and Parking Patterns 
THE IMPACT OF THE CLOSING OF HUNTER AIR FORCE BASE 
RECOMMENDATIONS FOR AN ACTION PROGRAM 





Downtown Revitalization Conunittee 
Tourist Promotion 
Action by Individual Merchants 
Sales Personnel 
Appearance of Stores 
Variety of Merchandise 
Advertising and Promotion 








































1. Consumer Survey Form 
2. Salesman's Rating Scale 
3. Initial Training Program for Sales Personnel 
Tables 
1. Retail Sales in Selected Georgia Metropolitan Areas, 1958 
and 1963 
2. Growth in Retail Sales, Georgia and Selected Metropolitan 
Areas, 1958-1963 
3. Proportion of Retail Sales in Selected Metropolitan Areas, 
1958 and 1963 
4. Consumers' Preferences in Shopping Location 
5. Consumers' Reasons for Preferences in Shopping Location 
6. Influence of Other Towns on Savannah Consumers 
7. Consumers' Evaluations of Savannah Retailers 
8. Consumers' Opinions on Needed Improvements 
9. Consumers' Suggestions for Improving Downtown Area and 
Shopping Centers 
10. Consumers' Opinions on Types of Establishments Needed in 
Savannah 
Chart 
1. Rating of Appearance of Exteriors of Retail Outlets in 
Central Business District 


















Although the economy of Savannah is relatively strong and income per 
household has increased steadily over the past five years, retail sales for 
the area have not grown as fast as they have in other Georgia cities of com-
parable size. For example, if retail sales in Savannah had merely kept pace 
with sales in Columbus from 1958 to 1963, Savannah would have had an addi-
t ional $25,492,000 of sales for that period. Or, if sales in Savannah had 
kept pace with sales for the state as a whole, Savannah would have had an 
additional $30,475,000 in retail sales for the period. 
A consumer survey of 172 households in Savannah revealed a general lack 
of loyalty of shoppers toward local merchants. Connnents received in the sur-
vey indicated that the greatest consumer dissatisfaction is directed at three 
phases of retailing: a lack of a variety of high quality merchandise, inad-
equately trained sales personnel, and poor customer relations. 
Probably the most obvious handicaps to greater retail activity in Savan-
nah are the lack of parking facilities and traffic congestion in the downtown 
area. These problems are accentuated on week ends and during holiday seasons. 
While the total number of parking spaces in the downtown area are generally 
sufficient, most of the spaces are not located in the areas of the central 
business district where the demand is greatest. 
With the exception of a few stores, the downtown area is unappealing to 
the shopper. A large number of vacant stores, coupled with many unattractive 
ones, leave the area with a "depressing" look. Dirty sidewalks and streets 
contribute to the unattractiveness of the central business district. 
Perhaps the most striking observation made by the survey team is the 
l ack of cooperation and unity among the merchants. It is generally acknowl-
edged that greater results can be achieved through collective efforts rather 
than individually. This is especially true for retail promotions. To a 
l arge extent, however, local merchants have not aggressively pursued the goal 
of increased retail sales through collective programs. Active associations of 
r etail merchants can provide a strong tool for preserving and furthering the 
interests of the retail connnunity. 
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There should be no serious long-term economic loss to the retailing com-
munity in Savannah as a result of the closing of Hunter Air Force Base. It is 
anticipated that the closing of the base will unify the efforts of merchants 
to stimulate retail sales. However, it is probable that the smaller stores, 
and especially those in the lower-priced lines of consumer goods, will decline 
in number. This action will likely result from a loss in purchasing power in 
the lower income groups, as well as a probable increase in competition from 
larger stores. Middle and upper-price-line stores can minimize the impact 
through more aggressive merchandising efforts as the consumer market reshapes 
itself. 
Only through aggressive, cooperative action can Savannah offset the 
short-term economic losses associated with the closing of Hunter Air Force 
Base, capitalize on the potential retail sales volume in the trading area, and 
keep pace with the retail sales activity of other metropolitan areas in the 
state. The following action is recommended: 
1. The Downtown Merchants Association should meet with appropriate gov-
ernment officials to insure that the off-street parking needs of the central 
business district are fully considered in any final plans resulting from the 
current study being made by the Metropolitan Planning Commission. 
2. The Downtown Merchants Association should encourage local government 
officials to consider changes in current traffic patterns which would facil-
itate traffic flow into and within the downtown shopping area. Representa-
tives of the Association should also meet with planning officials and express 
their interests and opinions on the routes under consideration for connecting 
the south side of Savannah with the downtown area. 
3. The city or county engineering departments, upon request of local 
merchants, should investigate the potentially hazardous problems of exit and 
entry at several shopping centers in the area to determine what action is nec-
essary to eliminate or reduce the problems. 
4. The city or county governments should take steps to insure that the 
present poor standards of housekeeping are improved on the rights-of-way of 
routes leading into the downtown area and on the streets and sidewalks within 
the area. 
S. The Downtown Merchants Association needs to be reactivated with the 
strong support of all merchants. Both the Downtown Merchants Association and 
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the Suburban Merchants Association should broaden the scope of their activi-
t ies to insure that the interests of the retail community are met in such 
areas as city planning, tourist promotion, tax structures, industrial develop-
ment, and city and county services. 
6. It is recommended that the Downtown Merchants Association cooperate 
wi th the Downtown Revitalization Committee in attaining mutually beneficial 
goals, specifically those relating to improved parking, more convenient acces-
sibility to the downtown area, a better environment on Broughton Street, and 
a clean-up of the downtown area. 
7. If for no reason other than the economic benefit which would accrue 
to them, the merchants of Savannah should vigorously support efforts to stim-
ulate tourist trade. 
8. Since it is the responsibility of the individual retail store manager 
to insure that his customers are served by well-groomed, pleasant, and well-
informed salespeople, it is recommended that each merchant undertake to eval-
ua te employee performance on a systematic basis and that each store not having 
a training program adopt one suitable to its needs. 
9. The Downtown Merchants Association and the Downtown Revitalization 
Corrunittee should sponsor jointly a campaign to encourage merchants and land-
lords having properties on Broughton Street to improve the exteriors and in-
teriors of these proper ties. 
10. While it is not economically feasible for all stores to carry very 
broad lines of merchandise, it is recommended that each store manager re-
eva luate his current lines of merchandise to arrive at an over-all line which 
wou ld have the greatest appeal to his clientele. 
11. The Downtown Merchants Association should encourage and coordinate a 
plan of cooperative advertising aimed at attracting people into the shopping 
area. 
12. The most effective defense for a merchant against the lure of compet-
ing trade centers is the creation of a customer following based on something 
other than his convenient location or his personal friendship with customers. 
Such factors as the quality of customer service or the attractiveness of the 
store are important in building new trade. An awareness of these principles 
has been demonstrated by several successful stores in Savannah; the concept 
cou ld be profitably applied by some of the other outlets. 
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INTRODUCTION 
This study of retail trade in Savannah is one phase of a comprehensive 
analysis of the economic impact of the closing of Hunter Air Force Base. The 
s tudy assumes a broader perspective, however, because of the nature of retail-
ing itself -- a segment of the economy affected by a variety of factors, in-
cluding the merchandising practices of the retailers themselves, the response 
and attitudes of the consumer groups, the influence of local governing bodies, 
and the general business and industrial climate which creates the buying power 
in the community. 
The objectives of this study can be sunnnarized as follows: 
1. To evaluate the existing status of retail trade activity in 
Savannah. 
2. To determine both current and potential problems in the field 
of retail trade development. 
3. To analyse the impact of the closing of Hunter Air Force Base. 
4. To design an action program to prevent or alleviate problems 
affecting the growth of retail trade in Savannah. 
The observations, conclusions, and recommendations contained in this re-
port are based on information secured from published sources, discussions with 
local business and civic leaders, and interviews with both retailers and con-
sumers. The approach to the study followed closely the guidelines established 
at the outset of the project: 
1. Published data on retail trade activity in Savannah were accu-
mulated and evaluated. Particular attention was given to the 
period 1958 through 1963 and to the trends which developed dur-
ing this period. 
2. Discussions were held with local business and civic leaders to 
secure background information concerning local merchandising 
practices. 
3. A consumer survey was conducted to identify the buying habits 
of local residents and to establish a pattern of their likes 
and dislikes of local merchandising practices. The consumer 
survey form is reproduced in Appendix 1. It is appropriate at 
this point to acknowledge, with grateful appreciation, the co-
operation of the Savannah Business and Professional Women's 
Club and the Ministers' Wives Club for their valuable role in 
the completion of this survey. 
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4. An evaluation was made of other factors influencing retail 
trade activity. This analysis included appraisals of traffic 
flow, parking facilities, display and advertising practices, 
merchandising policies, and customer service practices. 
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THE STATUS OF RETAIL TRADE ACTIVITY IN SAVANNAH 
Background 
The traditional definition of a "good" retail town would include these 
elements: 
1. A solid industrial or agricultural base as a generator of buy-
ing power within the trading area. 
2. An aggressive retailing community, characterized by a strong 
atmosphere of healthy competition. 
3. A consumer point of view which results in a sense of loyalty to 
local stores -- born from the buyers' conviction that local mer-
chants offer good quality at fair prices with reasonable service 
policies. 
By some standards, Savannah is not a good retail town. A chief executive 
of a major retail chain (not located in Savannah) has described the city as "a 
le thargic, sluggish, retail town." A look down Broughton Street reveals a 
substantial number of vacant stores. The physical appearance of many parts of, 
the downtown district is more than unattractive. With some obvious exceptions, 
merchants have not kept pace with the kind of merchandising techniques found 
profitable in other cities of comparable size. The Merchants' Association is 
reportedly ineffective in its efforts to encourage greater cooperation among 
merchants. Per household buying has decreased in the face of an increase in 
per household purchasing power. There is a generally lackluster atmosphere 
in many parts of the retailing community. 
Such strong statements are not intended as an indictment of Savannah re-
tailers in general. Some do an excellent job of merchandising. These state-
ments are intended as a realistic estimate of the retailing community from an 
outsider's point of view. Significantly, it is the outsider's point of view 
which must serve as a point of departure in shaping recommendations for 
ac tion. While the future growth of Savannah's retail trade depends in part 
on the continued good will of existing consumers, the real growth must come 
from the buying power introduced by newcomers to the community. It is this 
la tter group -- the tourist, the visiting businessman, the industrial prospect 
sear ching for a plant site -- which will shape the growth pattern. 
The citizens of a community tend to become accustomed to local sights and 
practices and to regard them with a degree of tolerance. The newcomer, as a 
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potential consumer, has had his standards shaped in another environment; he is 
rarely as tolerant if local practices conflict with what he considers accept-
able. The reconunendations in this report, therefore, are based on a considera-
tion of the action necessary to make the retailing conununity appealing for 
both the existing and the new consumer. 
~tail Sales Trends, 1958-1963 
For many years the economy of Savannah has been quite stable. Contribut-
ing to this stability has been a strong manufacturing complex, heavy port 
activity, substantial tourist and convention business, and military spending. 
Recently, the announcement has been made that Hunter Air Force Base, with a 
$24 million annual payroll, is to be closed. While the greater portion of 
this payroll is spent on the base, it must be recognized that retail sales in 
Savannah will probably suffer as a result of this loss. Estimates have placed 
the decrease in retail and wholesale sales in the area at approximately $13.5 
million over a period of two years. 
To a substantial degree, the merchants can influence this potential de-
cline in sales. The answer lies in improving over-all merchandising practices 
within the Savannah retailing conununity. The net result of this action should 
stimulate a broader trading area by attracting new customers to Savannah from 
the surrounding districts and should create a greater response from Savannah 
consumers themselves. 
In retrospect, Savannah retailers may not have kept pace with the oppor-
tunities available to them in the increasing buying power and the growing num-
ber of households within Savannah. Sales Management, a leading trade magazine, 
reports in recent issues of its annual Survey of Buying Power a gradual in-
crease in the income of Savannah households. However, data from the Census of 
Business do not reflect the increase in sales that normally would be expected 
in Savannah, one of the largest metropolitan areas of the state. For example, 
Table 1 indicates the total retail sales by type of establishment in the 
Savannah Metropolitan Area in 1958 and 1963. During this period, total sales 
increased $26 million, or 13.6%. The most significant increase occurred in 
the categories of general merchandise, food, automobiles, and gas. Moderate 
increases were found in the categories of furniture and appliances, eating and 
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Table 1 
RETAIL SALES IN SELECTED GEORGIA METROPOLITAN AREAS, 1958 AND 1963 
(in thousands of dollars) 
Sales Category 
Total Retail Sales 




Gasoline Service Stations 
Apparel, Accessory Stores 
0, Furniture, Horne Furnishing 
1 Stores 
Eating, Drinking Places 
Drugs, Proprietary Stores 











































































































drinking, and drugs. Decreases were noteJ for lumber and hardware, apparel, 
non-store retailers)_/ and other retail stores. 
Also included in Table 1 are the total retail sales by type of establish-
ment for Augusta, Columbus, and Macon. These cities experienced net increases 
in total retail sales from 1958 to 1963 of 28.2%, 26.9%, and 36.2%, respec-
tively, each a considerably greater increase than was experienced in Savannah. 
Table 2 indicates in sunnnary form the comparative gains of Savannah, 
Macon, Augusta, Columbus, and the state of Georgia as a whole. Table 3 illus-
trates the change in retail sales volume in each of the four cities as a per-









GROWTH IN RETAIL SALES, GEORGIA AND SELECTED 
METROPOLITAN AREAS, 1958-1963 





180' 911 229,498 








u. s. Department of Commerce, 1963 Census of Business --
Retail Trade 
Tables 1, 2, and 3 suggest the potential which may have been bypassed by 
the Savannah retailing community. For example, if retail sales in Savannah 
had merely kept pace with sales in Columbus from 1958 to 1963 (i.e., had in-
creased 26.9% instead of 13.6%), Savannah would have had an additional 
$25 ,492,000 of sales for the period. Or, if sales in Savannah had kept pace 
wi th sales for the state as a whole, which had an increase of 29.5%, Savannah 
l/ Includes mail order houses, direct selling organizations, vending 
machine operators, etc. 
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~uld have had an additional $30,475,000 in retail sales for the period. It 
seems reasonable to expect that Savannah's rate of growth of retail sales 
should be proportionate to that of the state as a whole, especially since much 







PROPORTION OF RETAIL SALES IN SELECTED 















Source: U. S. Department of Connnerce, 1963 Census of Business --
Retail Trade 
On the basis of these data, there is some evidence to indicate that 
Savannah retailers, as a broad category and recognizing that there are individ-
ual exceptions, have not shown the aggressive merchandising spirit which has 
characterized some other reasonably comparable conununities. 
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EXISTING AND POTENTIAL RETAIL TRADE PROBLEMS 
The appraisal of current and potential problem areas cannot be approached 
from one single point of view. A realistic appraisal can be secured only by 
examining the retailing climate from several different perspectives. In this 
case, the identification of problem areas has been shaped by the comments of 
consumers, the personal opinions of individual merchants, and the objective 
evaluation of an outside audit team. 
Opinions and Attitudes of Consumers 
Of critical importance to the total picture of the trade environment are 
the attitudes of consumers toward the merchandising practices of local re-
tailers. The consumer survey results reported in this section are based on 
sampling interviews covering 172 households in Savannah. 
Purchasing Habits. Perhaps the most interesting findings in regard to 
the purchasing habits of Savannah consumers relate to their preferences in 
shopping location and the reasons for these preferences. (See Tables 4 and 
5.) 
Items most frequently purchased in the downtown area fall into the cat-
egories of automobiles, clothing, and furniture and appliances. The most 
frequently mentioned reason for purchasing these items downtown was the avail-
ability of a greater variety of quality and styles. Several respondents 
indicated "convenience" as a reason for shopping down town, which probably 
indicates that for a number of consumers the lunch hour is also a time for 
shopping. 
Most consumers indicated shopping centers or neighborhood stores as the 
places where they would most likely purchase such items as groceries, drugs, 
and hardware and building supplies. The primary reasons for purchasing these 
goods at shopping centers or neighborhood stores were convenience and the 
availability of parking. 
Noteworthy is the fact that very few shoppers indicated that their buying 
habits were influenced by advertising or by service policies. Normally, under 
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CONSUMERS' REASONS FOR PREFERENCES IN SHOPPING LOCATION 
(per cent mentioning) 
Lumber 
Reason Downtown Shopping Center Neighborhood No Preference 
Convenience 3 29 2 2 
Habit 2 
Advertising 
Price 3 2 8 
Styles 
No Keason 1 14 1 
Credit 
Parking 14 1 






Reason Downtown Shopping Center Neighborhood No Preference 
Convenience 5 33 4 2 
Habit 2 2 
Advertising 
Price 3 2 1 
Styles 









Table 5 (continued) 
CONSUMERS' REASONS FOR PREFERENCES IN SHOPPING LOCATION 
(per cent mentioning) 
Clothes 
Reason Downtown Shopping Center Neighborhood No Preference 
Convenience 8 6 1 
Habit 2 
Advertising 
Price 1 1 4 
Styles 
No Reason 10 9 5 
Credit 1 
Parking 2 
Variety 20 4 
Service 
Friends 1 
Quality 1 1 
Hours 1 
Groceries 
Reason Downtown Shopping Center Neighborhood No Preference 
Convenience 2 30 8 
Rabi t 1 1 2 
Advertising 1 1 
Price 3 2 1 4 
Styles 
No Reason 1 3 2 
Credit 
Parking 9 
Variety 1 1 

































Table 5 (continued) 
CONSUMERS' REASONS FOR PREFERENCES IN SHOPPING LOCATION 
(per cent mentioning) 
Furniture and Appliances 







































Influence of Other Cities. A large number of consumers indicated that 
iliey shop in towns other than Savannah. (See Table 6.) Atlanta was named as 
ilie city most frequently visited for shopping. Other cities frequently men-
tioned were Jacksonville, Miami, and New York. Several consumers indicated 
iliat shopping trips were combined with pleasure trips or vacations. 
Table 6 
INFLUENCE OF OTHER TOWNS ON SAVANNAH CONSUMERS 
Shop in Towns Other than Savannah 
Atlanta 
Other Georgia towns 
Outside Georgia 





Reasons for Purchasing Outside Savannah 
Variety 
Price 
Pleasure of trip 
Other 
No response 














Clothing is the most commonly purchased item in other cities. Many 
shoppers felt that other cities offered a greater variety of styles and qual-
ity of clothes. Automobiles, miscellaneous items, and household goods are 
also frequently purchased outside Savannah. 
Consumers' Evaluations of Savannah Retailers. By far the most meaningful 
to consumers is the courtesy of the local merchants. It is significant, how-
ever, that 63% did not even respond to the question, "What do you like best 
about Savannah retailers?" (See Table 7.) 
Findings as to opinions on specific practices and policies indicate the 
greatest consumer dissatisfaction to be with the competency of the sales per-
sonnel, the variety of merchandise available, and customer relations policies. 
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Among Negro respondents, there was frequent mention of the need for a more 
consistent pattern of courtesy to members of their race. 
Table 7 
CONSUMERS' EVALUATIONS OF SAVANNAH RETAILERS 
(per cent mentioning) 
Evaluation of: Excellent Satisfactory 
Credit po lie ies 22 63 
~mpetitive prices 11 58 
Variety of mer-
chandise 13 53 
Quality of sales 
training 18 65 
Customer service 5 61 
Sales personnel 8 47 
Attrac ti venes s of 
displays 17 59 
Customer relations 5 59 

























Needed Improvements. Those areas of improvement mentioned most fre-
quently by the consumers who participated in the survey were the need for more 
competent sales personnel, a broader variety of merchandise, and improvements 
in customer relations policies. 
Approximately 58% of the respondents indicated that they thou ght the down-
town shopping district was unattractive. Most comments were directed to the 
need for improving the exteriors of stores and cleaning of streets and side-
walks. Frequent comments were also made about the depressing effects of the 
vacant stores in the downtown area. 
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In contrast, 77% of the respondents considered the shopping centers 
attractive. Particular conunents referred to the modern and well-kept facil-
ities which were apparently appealing to most consumers. 
Parking facilities in the downtown area were considered inadequate by 67% 
of the consumers. Most suggestions referred to the need for more parking 
fucilities near the intersection of Bull and Broughton streets and for in-
creased time limits on parking meters. On the other hand, 62% of the consum-
ers felt that parking facilities at shopping centers were adequate. (See 
Table 8.) 
Suggestions for Improving Downtown Area and Shopping Centers. When asked 
what improvements are needed most in order to make the downtown area a better 
place to shop, most respondents mentioned improved parking facilities and 
traffic control and a cleaner, more modern appearance for the central business 
district. These conunents indicate a great concern by many consumers over the 
difficulty of getting downtown and finding a parking place. Other conunents 
reflect a definite concern over the unattractive appearance of downtown. (See 
Table 9.) 
In contrast, most consumers feel the suburban shopping areas are attrac-
tive and very convenient. Their only suggestions for improvements of these 
areas related to increasing the variety of merchandise and initiating better 
traffic control. 
Consumers' Evaluations of Services. A large department store was most 
frequently mentioned as a needed addition in Savannah. Additional conunents 
referred to a need of restaurants and theaters, especially in local neighbor-
hoods. Need of several varied services were mentioned, but most were insignif-
icant. (See Table 10.) 
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Table 8 
CONSUMERS' OPINIONS ON NEEDED IMPROVEMENTS 






Greater variety of merchandise 
No response 








Appearance of stores 
Vacant buildings 
















































CONSUMERS' SUGGESTIONS FOR IMPROVING DOWNTOWN AREA 
AND SHOPPING CENTERS 
Areas Needing Improvement 
Parking facilities 
Appearance of stores 
Cleanliness of streets and 
sidewalks 
Large department stores 
Lighting in stores 
Traffic control 
Fair employment practices 
Longer hours 
More sales 




Areas Needing Improvement 
Variety of merchandise 
Traffic control 
Large department stores 
Better-trained sales personnel 
Fair employment practices 
No conunent 
Table 10 


















CONSUMERS' OPINIONS ON TYPES OF ESTABLISHMENTS NEEDED IN SAVANNAH 























~actions of Individual Retailers 
Individual interviews were held with a representative number of mer-
chants selected because of their trade lines, store locations, and estimated 
gross sales. Some typical cormnents are quoted below: 
The downtown area is declining, and the shopping centers are taking 
more and more of our trade. 
By our standards, Savannah just isn't a good retail town. 
The power structure in this town is the worst thing wrong with retail-
ing. The people who have most of the influence have not encouraged 
industry to come in, and we've suffered from this lack of new indus-
try. 
What we need most is an easy access from the Southside and plenty of 
parking in the central business district. 
If we can only get the people downtown, they'll buy. 
The hardest job would be to get the downtown merchants to work to-
gether. 
The only thing Savannah needs is more industry and more jobs. We 
have a nice store and we advertise, what else can we do?. 
We need more parking. People aren't going to walk a mile to shop. 
Sure we have parking, but it's too far from most of the stores. 
Maybe Hunter's closing will pull the merchants closer together and 
make them more aggressive. 
We are already planning to do some remodeling and expand our lines of 
merchandise. 
Outside Audit Findings 
While the opinions and attitudes of consumers and merchants are impor-
tant, the viewpoint of an outside audit team has significance because of the 
entirely objective impressions which can be secured. The audit team evaluated 
seven major areas of importance: the extent of cooperative effort among re-
tailers, the merchandising practices of individual stores, the caliber of re-
tail sales personnel, the variety and quality of merchandise lines, the 
interior appearance of stores, the exterior appearance of both the public 
thoroughfares and of store buildings, and the traffic and parking pattern 
~thin the central business district and shopping centers. 
Cooperative Effort among Retailers. Perhaps the most striking observa-
tion concerning retail promotions in Savannah is the relative lack of coopera-
tive effort. While both downtown merchants and suburban merchants have 
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cooperative promotional efforts for a few holidays and sales, there appears to 
be a basic lack of aggressiveness on the part of many retailers. Only five or 
six stores in the entire area maintain consistently strong advertising cam-
paigns. Most smaller stores advertise sporadically, if at all, mainly because 
of their relatively small profit margin. If for no other reason than the eco-
nomics involved, cooperative advertising should appeal to almost any store. 
Aside from the economics involved, cooperative advertising is useful in 
attracting shoppers into a trade area through the magnitude of the promotion 
itself. Most merchants will agree that if you can get the shoppers into the 
area, they will buy something. This is a case in which the self-interest of 
the individual merchant can be best served by a cooperative merchandising ef-
fort. 
Savannah does not have very large department stores such as Marshall 
Field's of Chicago or Macy's of New York which have extraordinary advertising 
programs. Savannah's retail conununity is composed of many specialty shops and 
a relatively few moderate-sized department stores. Owners of stores and shops 
cannot afford to wait for the "big stores" to draw the people into the area, 
whether it be downtown or suburban. Rather, the attraction of customers must 
be a joint effort for all merchants concerned. 
Merchandising Practices. The management of a store must be familiar with 
and have the capabilities to use the modern merchandising techniques and tools 
now widely accepted by aggressive retailers. While retailing is in part an 
art, it is rapidly approaching the state of a science, especially in larger 
cities. Typically, retailing does not offer large profit margins, and store 
managers must be aware of every possible way to preserve this margin. Manage-
ment must be capable of (1) effectively planning the layout of the store for 
optimum return on the various departments, (2) buying merchandise in the qual-
ity, style, and price line desired by the customer, (3) planning policies and 
procedures for handling such services as charge accounts and returns, and (4) 
selecting the merchandising techniques which will be employed to promote the 
sale of goods. 
By and large, merchandising practices in Savannah appear to lack imagina-
tion. There are exceptions, of course, but the general tone of retailing pro-
motion seems to be shaped in a pleasant but conservative approach to meeting 
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consumer needs. There is relatively little effort directed toward creating 
demand. 
While skillful sales promotion, displays, and other attractions are im-
portant, such matters as opening a charge account, returning an item, or secur-
ing customer services are equally important to the customer. The manner in 
~ich these transactions are handled has a direct effect on consumer attitudes 
and on the resulting volume of sales. The manager of a store must be cognizant 
of the value a customer places on policies that affect him, and he must con-
stantly review these policies with the objective of making them more favorable 
to the customer. 
Caliber of Personnel. Often overlooked in an effort to stimulate retail 
trade is the necessity of evaluating the effectiveness of the personnel in-
volved. Frequently, the caliber of sales personnel proves the difference be-
tween success and failure, or between considerable or moderate success. 
The sales clerk has the task of conveying the store's intentions and 
policies to the shoppers, of assisting them, and of creating a pleasing atmos-
phere which would encourage the shopper to buy. 
The customer has a right to expect the salesperson to be courteous and 
well-groomed, to have a good knowledge of merchandise and procedures, and to 
be aggressive but not annoying. The margin in retailing does not always allow 
for lucrative salaries, and top-notch sales personnel are often hard to find. 
These facts re-emphasize the need for sound training and a periodic review of 
ilieir effectiveness on the job. 
Comments received in the survey indicated a high degree of consumer dis-
satisfaction with sales personnel. Improved training and supervision offer a 
direct approach toward reaching the goal of increased sales. 
Variety and Quality of Merchandise. The central business district has 
the potential advantage of the concentration of a large number and assortment 
of stores and a greater variety of merchandise. However, shoppers will pa-
tronize the area only as long as these advantages are real. 
Comments received in the survey indicated that the variety of goods in 
Savannah is not as wide as it should be. Many shoppers indicated that certain 
qualities and styles of goods are bought in other cities. While it is not 
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feasible for every store to carry a very wide variety of stock, retailers must 
evaluate stock lines periodically in light of consumer needs. 
Most shopping centers in the Savannah area are not designed to compete 
substantially with the downtown area. Several are quite small and are prima-
rily designed to fulfill the everyday needs of the family. Shopping centers 
that have stores which are branches or members of national chains are appar-
ently quite successful. Over-all, however, the sheer number and assortment of 
stores downtown gives it an advantage over shopping centers as far as the vari-
ety of merchandise is concerned. 
Interiors of Stores. Equally important as the access into a shopping 
area and the general appearance of that area is the environment at the point 
of sale. A fresh coat of paint on the store front to attract customers is not 
enough; the interior of a store is a strong factor in shaping the attitudes of 
shoppers. For this reason, the manager of a store must insure that its inte-
rior is pleasing to the customer -- that it is inviting and conducive to shop-
ping. While different types of stores require different interiors, there are 
specific factors which contribute to the over-all enhancement of any store. 
Among them are clean floors and shelves free from dust, adequate lighting, 
neatly displayed stock, and appropriate decor. Each factor can and should be 
an incentive for a customer to shop in a particular store. 
The downtown and suburban shopping areas of Savannah have many stores 
with fine interiors. There are, however, some stores which need to evaluate 
their interiors with the objective of determining improvements which would 
enhance their customer appeal. Many improvements can be made at a minimal 
cost through better housekeeping. The extent of improvements relating to 
structural changes and changes in decor must be made according to their eco-
nomic justification. 
Physical Appearance of Downtown Area. The downtown area of any city 
should be its showcase. The central business district is normally considered 
to reflect the attitudes of the people, the aggressiveness of the merchants, 
and, in general, the prosperity of the town. The appearance of this area 
often creates a lasting impression for a person visiting the town for the 
first time. This is important because the visitor may be a tourist or indus-
trial prospect whose decision to stay in Savannah or leave may be based on the 
impression left by the central business district. The appearance of the 
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central business district can be a deciding factor in attracting industry to 
Savannah. Finally, a clean, modern, impressive central business district is 
important in shaping the attitudes of local residents. 
The audit team rated the appearance of the exteriors of retail outlets in 
the central business district based on a consideration of (1) the attractive-
ness of the display window; (2) the condition of the structure, including the 
need for repairs or structural changes; (3) the appeal of the entrance to the 
store; (4) the cleanliness of the sidewalks in front of the store; and (5) the 
over-all attractiveness of the structure. Only 11% of the exteriors received 
a rating of "good." In contrast, 49% of the exteriors received a rating of 
"poor," while 40% were rated as "average." (See Chart 1.) Twenty-two stores 
on Broughton Street were vacant at the time the rating was made. 
While any qualitative judgment might be debated, the central business 
district in Savannah could be termed "depressing" by a typical newcomer who is 
a prospective customer in the retail corrnnunity. Entering the city on U. S. 
Highway 17 and turning onto Broughton from West Broad Street, the prospective 
customer would be exposed to the scene depicted in the photograph on page 24. 
Traveling east on Broughton Street, he would pass some 20 vacant stores and 
scenes such as those shown on the following pages. While there are some at-
tractive stores facing Broughton Street, there is a tendency to remember the 
worst ones. Most of the stores need improvements -- some need painting, some 
merely need their windows cleaned, and some need structural changes. A few 
stores have been renovated to a height of 10 to 15 feet, but the cracked brick 
and unpainted second and third floors make for an unsightly contrast. Some 
owners have renovated the entire outside of their stores, and a few have in-
stalled planters on the sidewalk in an effort to enhance their appearance. 
The stores which have made the most improvements are among the ones which are 
most aggressive and apparently the most successful. 
While some responsibility for improving the appearance of the downtown 
area lies in the hands of the merchants, it must be recognized that much of 
the property is owned by landlords who lease to the merchants. These individ-
uals have a responsibility to maintain their property in an attractive manner, 
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Needed improvements are not confined to the stores. The sidewalks and 
streets are frequently dirty and in need of repair. The city government should 
make necessary efforts to clean and improve the condition of the streets. On 
the other hand, property owners should recognize their responsibility to prop-
erly maintain sidewalks on their property and should make improvements where 
needed. 
There is evidence of a tendency to "chop up" a large store into two or 
more smaller stores. Broughton Street has several buildings which house two 
or three small shops under one roof. While there is some merit to this prac-
tice (it is usually easier to find tenants for the small shops), some such 
tenants are marginal in terms of sales, and therefore undesirable in the long 
run. It is probable that in many cases stores requiring large frontage or a 
large amount of floor space would be more desirable tenants than the small 
one -man shops. 
The Downtown Revitalization Committee (DRC) has announced the goal of re-
vitalizing the downtown area, which includes improving the environment on 
Broughton Street. To date, efforts by merchants to improve the appearance of 
stores on Broughton Street have been few and isolated. It is surprising that 
merchants in the downtown area have not made a more concerted effort to im-
prove the general appearance of the central business district. However, in 
the face of the interest shown by the DRC, the merchants should vigorously 
undertake to do their share in improving and preserving the downtown area. 
Comments received in the survey indicate that many consumers feel that 
the downtown area is quite unattractive and that there is considerable room 
for improvement. Several owners and managers of stores have indicated plans 
for renovation of their facilities. Apparently these improvements will be 
substantial. However, improvements in a few isolated instances will not be 
sufficient. All the merchants and owners who have facilities along Broughton 
Street, in recognition of their responsibilities to themselves and to Savannah 
and its citizens, must provide the central business district with the appear-
ance it needs and deserves. 
Physical Appearance of Shopping Centers. The larger shopping centers 
generally are modern, attractive, and clean. The structures appear to be in 
very good condition, although some need a coat of paint. 
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Some of the smaller shopping centers, however, tend to be less attrac-
tive. In some instances large signs detract from the appearance of the 
stores, and many of the stores need painting. Contributing to the unattrac-
tiveness of some of the smaller shopping centers is their awkward layout -- a 
problem which probably could not be resolved economically. 
The general condition of most shopping centers is good. Most needed im-
provements could be accomplished with paint and brush and perhaps the replace-
ment of some signs. 
Traffic and Parking Patterns. A problem which faces many cities today is 
that of traffic congestion and inadequate parking facilities. Sheer increases 
in population and in the number of automobiles have added to the difficulty of 
maintaining a smooth flow of traffic and sufficient parking facilities. Con-
tributing to and magnifying the problem is the fact that consumers are becom-
ing more and more intent upon parking close to the place where they intend to 
shop. Most consumers will, if possible, avoid an area where they expect to 
encounter congestion and where they have difficulty parking close to their 
destination. 
Major incentives for a shopper to patronize any retail community are the 
convenience and ease of getting to the area and the probability of parking 
with a minimum of delay. Ideally, several major arteries should empty into or 
near the area and there should be an abundance of parking spaces. While easy 
access to a retailing area and adequate parking facilities are often costly to 
achieve, they are important elements of the merchandising package. 
At present the access routes to the downtown area do not provide the 
easy, rapid access that is needed to attract people into the area. Most of 
the routes have on-the-street parking, numerous stop signs, and busy inter-
sections, all of which tend to detract from the desired convenience. 
The area between East and West Broad and between Bay and Liberty streets 
has approximately 2,700 to 3,000 parking spaces, some 1,500 of which are 
metered. This number of spaces is probably sufficient for normal conditions. 
However, the inadequacy becomes evident during holidays and week ends. The 
possible need for additional parking facilities should be explored as a basis 
for private development. 
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Perhaps the major problem is the location of parking facilities. While 
the demand for parking is apparently greatest on either side of Broughton 
Street from Abercorn to Bull Street, the greater portion of the parking facil-
ities are located toward the extremities of Broughton Street. Interestingly 
enough, most of the off-street parking is concentrated on the north side of 
Broughton Street; very little off-street parking is found to the south. 
An often overlooked practice that can greatly reduce the number of park-
ing spaces available for the consumer is the use of on-the-street parking by 
merchants and their employees. Due to the importance of parking facilities 
in the downtown area, this practice should be avoided. 
The consumer survey indicated a distaste for the very short time periods 
on many parking meters downtown. Many consumers apparently disliked having to 
interrupt their shopping in order to check their meters. 
Shopping centers in Savannah range in size from the very small, with five 
or six stores, to the larger, with approximately 20 to 25 stores. Almost 
without exception each shopping center is located at or near an intersection 
of main arteries which bring consumers from suburban areas. 
A hazardous problem which is fairly common to all shopping centers is the 
lack of traffic signals to properly control the traffic entering and leaving 
the parking area. The problem is potentially very hazardous at the area of 
Crossroads, Victory Plaza, and K-Mart, expecially during hours of peak traffic. 
While these shopping centers have some traffic signals, the large volume of 
traffic at and near the intersection of Skidaway and Victory Drive creates 
some hazardous conditions. It is not likely that these conditions will be 
alleviated, however, until the necessary improvements are made to allow the 
thoroughfares to carry a larger volume of traffic. 
Parking is generally inadequate at the shopping centers, with the excep-
tion of K-Mart and Westside. Apparently the other shopping centers have 
little or no room to expand their parking facilities. The over-all problem 
is most acute at peak shopping hours. If traffic continues to increase at 
these areas, the hazards of exit and entry and the lack of adequate parking 
space could become a more serious detriment to shoppers. 
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THE IMPACT OF THE CLOSING OF HUNTER AIR FORCE BASE 
In an initial report prepared by Mr. J. R. Peterson of the Industrial 
Development Division staff, the economic repercussions of Hunter's closing 
were sununarized in the following terms: 
Of the $11 million annual retail sales estimated to result 
from the Hunter Air Force Base payroll, approximately $10 million 
will be lost when the base is finally phased out. 
The loss of retail sales will have a greater impact on the 
conununity than any of the other losses associated with the closing 
of the Air Base. A substantial drop in retail sales usually has 
what is known as a "multiplier effect." A drop in retail sales 
itself causes an additional drop in retail sales, both because the 
retailer does not make as much to spend and because retail sales 
personnel often are laid off. Therefore, if the loss of funds is 
substantial, it could result in an additional, though smaller, 
loss of sales as well as a reduction in employment. 
Table 2 shows retail sales for Chatham County for six years. 
Where available, Census of Business figures are shown. For the 
years in between, Sales Management figures are used. 
Table 2 
CHATHAM COUNTY RETAIL SALES 
Year Retail Sales Source 
1958 $191,672,000 Census of Business 
1959 204,683,000 Sales Management 
1960 194,025,000 Sales Management 
1961 180,956,000 Sales Management 
1962 197,648,000 Sales Management 
1963 {201,690,000 Sales Management 
217,677,000 Census of Business 
In considering the ultimate possible loss of $10 million in 
retail sales and $3.5 million in wholesale sales in light of Chat-
ham County's recent retail sales history, the following points 
should be noted: 
First, the total possible loss of $13.5 million in retail and 
wholesale sales is only 6% of the 1963 retail sales figure; the 
$10 million fi gure is only 4.6% of the total. 
Second, it will be noted that a single year's growth in retail 
sales for 1961 to 1962 is larger than the total possible loss of 
retail and wholesale sales. 
Third, Savannah has had losses in retail sales of comparable 
amounts in a single year previously. 
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Fourth, even if the figure for 1961 sales is too low, it still 
was lower than 1960. Therefore, Savannah has had large drops two 
years in a row, as confirmed by the drop in employment for 1959 
through 1961 (Table 4) and has recovered very nicely. 
Fifth, the amount of money involved will take effect not in 
one year but in two and one half years during a period when Chat-
ham County seems to be growing rapidly. 
This analysis of the broad economic impact appears to be confirmed by the 
~stimates of the retailers themselves. Typical comments from individual mer-
:hants take an optimistic tone: 
lows: 
In our business, we get a lot of colored trade: we'll miss the loss 
of trade from MATS people and from the supporting groups -- like the 
servants. 
We'll suffer for awhile, but we'll recover. We always have in situa-
tions like this. 
I don't get any business from the MATS men themselves, but I do pick 
up a lot of trade from their teenage children. We need more industry 
-- industry brings families. 
The slow phasing out of Hunter will help ease the pain. We'll lose 
some business, but things will get back to normal before too long. 
The closing of Hunter is a blessing. We've lived with this danger 
for years, and everybody has worried about it. I'm glad the place 
is closing. Now we can settle down and work together better than 
ever before. 
We never did get much business from MATS. We did from SAC. The 
closing of Hunter is a good thing in the long run. It has prompted 
us to take a hard look at our community and business needs, and it 
has stirred us to more unified action. 
Our business is better now than it was four years ago. 
good middle price line that has a broad customer base. 
the impact of Hunter closing but we'll live. 
We have a 
We'll feel 
Some towns which have lost military bases have come out much better 
in the long run. I think we will too. 
Our outlet is one of the biggest volume stores of its type in the 
state. We don't expect any problems. There shouldn't be any major 
impact from Hunter closing. 
In precise terms, the probable economic impact can be summarized as fol-
1. There should be no serious long-term economic loss to the retailing 
:ommunity. The better merchants appear to be relieved that the decision on 
Hunter's closing has finally come. They seem confident that their own mer-
chandising talents can offset any potential loss in trade. The smaller, less 
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aggressive merchants are more apprehensive. This is particularly true in the 
case of the lower-price-line stores whose present clientele includes a heavy 
segment of the servant and supporting worker groups now indirectly compensated 
from Hunter. 
2. It is probable that the smaller stores, and especially those in the 
lower-priced lines of consumer goods, will decline in number. This action 
will likely result from a loss in purchasing power in the lower-income groups, 
as well as from a probable increase in the competitive atmosphere of the 
larger stores. 
3. With the decrease in number of certain retail outlets, per outlet 
sales should increase. At present, retail sales appear to be widely diffused 
over a broad range of outlets as opposed to a market domination by a few 
stores. In the future, this balance may very well change to the advantage of 
the larger stores. 
4. There should be no direct impact on the middle and upper-price-line 
stores. It is likely that they will increase aggressive merchandising efforts 
as the consumer market reshapes itself. 
5. The experience of several comparable cities indicates that the eco-
nomic loss of a military base is offset in a relatively short period. It fre-
quently happens that such a loss tends to unify local efforts to attract new 
industry to replace missing payrolls. This same situation appears to be tak-
ing place in Savannah. The loss of Hunter has prompted a number of merchants 
to take a second look at both their individual and joint responsibilities in 
supporting the search for new industry. 
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RECOMMENDATIONS FOR AN ACTION PROGRAM 
Suggestions for stimulating retail trade should be prefaced with a re-
alistic premise: merchants are an independent lot. They are typically reluc-
tant to organize in collective action and usually apprehensive of any joint 
effort which does not pay off in direct returns to their individual outlets. 
However, a point of view that may have been justified in years past is no 
longer valid in 1965. The aggressive merchandising efforts of both the large 
independent and the chain retailers require an imaginative response from the 
small independents. The recommendations that follow are intended to suggest 
guidelines for both individual and joint action. 
Action by County and City Agencies 
Parking. Present off-street parking facilities are inadequately distrib-
uted in the downtown area, and steps should be taken immediately to alleviate 
this problem. A study being made by the Metropolitan Planning Cornmission 
should provide data that can serve as bases for locating new parking facil-
ities. The Downtown Merchants Association should meet with appropriate gov-
ernment officials to insure that the needs of the central business district 
are considered in the final plan. 
Traffic Conditions. The flow of traffic into and within the downtown 
area is awkward. There is no fast-moving route which permits easy access into 
the area, and traffic patterns tend to create congestion and often hazardous 
conditions. The Metropolitan Planning Commission study referred to above 
should provide data which will assist in improving traffic conditions. The 
Downtown Merchants Association should encourage local government officials to 
adopt changes in current patterns which would facilitate traffic flow into 
and within the area. In addition, the transportation study, when completed, 
will define a route connecting the south side of Savannah with the downtown 
area. It would be in the interest of the Downtown Merchants Association to 
meet with planning officials and express their interests and opinions on the 
routes under consideration. (See Map 1.) 
Several shopping centers have potentially hazardous problems of exit and 
entry from streets to parking areas, and vice versa. The city or county traf-
fic engineering departments, upon request of the local merchants, should 
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investigate the situations to determine what action is necessary to eliminate 
or reduce the problems. 
The rights-of-way of routes leading into the downtown area are poorly 
kept, as are the streets and sidewalks within the area. Photographs on the 
following page illustrate the amount of trash and litter which is common in 
many areas of the city. The city and county governments should take steps to 
insure that the present poor standards of housekeeping are improved. Organi-
zations such as the Downtown and Suburban Merchants associations, Downtown 
Revitalization Committee, and the Chamber of Commerce, which are concerned 
with the physical appearance of Savannah, should collectively or individually 
express the need for better services in this regard. 
Cooperative Efforts 
Merchants Association. The Downtown Merchants Association needs to be 
reactivated with the strong support of all merchants. This group should plan 
and coordinate all joint projects designed to stimulate retail trade. While 
the Suburban Merchants Association is already active in promotion, it should 
evaluate the scope of its activities. An important function of both the Down-
town and Suburban Merchants associations should be to insure, to the extent 
possible, that the interests of the retail community are met in such areas as 
city planning, tourist promotion, tax structures, industrial development, and 
city and county services. 
Downtown Revitalization Committee. The Downtown Revitalization Conunittee 
has been formed with the "over-all objective to revitalize the area bounded by 
Liberty Street and the river and by East Broad and West Broad streets." The 
Conunittee's more specific objectives include improved parking, accessibility 
to the downtown area, the environment on Broughton Street, and a clean-up of 
the downtown area. All of these are wo~thwhile and steps to attain them 
should begin inunediately. It is recommended that the Downtown Merchants Asso-
ciation cooperate with the Downtown Revitalization Committee in attaining 
mutually beneficial goals. 
Tourist Promotion. Savannah, a town rich in history, has several groups 
and organizations working to retain the historic features of the area and to 
promote tourism. The prospects of an increase in tourist trade has direct 
meaning for the merchant. Increased tourist activity boosts many segments of 
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the economy. One merchant of a medium-sized store remarked that he usually 
adds six salespeople for Saint Patrick's Day. This impact could be multiplied 
on a continuing basis with a significant increase in tourist traffic. 
If for no reason other than the economic benefit which would accrue to 
them, the merchants of Savannah should vigorously support efforts to stimulate 
tourist trade. 
Action by Individual Merchants 
Sales Personnel. In the consumer survey, the most frequently mentioned 
area of needed improvements related to the competency and attitudes of sales-
people. It is the responsibility of the store manager to insure that his cus-
tomers are served by well-groomed, pleasant, and well-informed salespeople. 
Failure to meet this responsibility can result in the decline of sales and 
profits. In light of the important role of the salesman, it is recommended 
that each merchant undertake to evaluate employee performance on a systematic 
basis. For stores not having a program for rating employees, a rating form 
such as the one illustrated in Appendix 2 would be acceptable for most situa-
tions. It is further recommended that each store not having a training pro-
gram adopt one suitable to its needs. The lessons outlined in Appendix 3 can 
serve as framework for a training program. Those stores having training pro-
grams and means for evaluating employee performance should review them to in-
sure that they meet their objectives. 
Appearance of Stores. The exteriors of many stores in the downtown area 
are unattractive. The Downtown Merchants Association and the Downtown Revi-
talization Committee should sponsor jointly a campaign to encourage merchants 
and landlords having properties on Broughton Street to improve the exteriors 
and interiors of these properties. The decision to make improvements and the 
extent of such improvements would be in the hands of the property owners. The 
sponsoring organizations should illustrate to each landowner the need for pre-
serving and stimulating retail growth in the downtown area. For those who 
decide to initiate programs of renovation or improvement, the sponsoring or-
ganizations should establish basic guidelines or a suggested check-list of 
improvements. 
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Variety of Merchandise. Corrunents from consumers have indicated a lack of 
variety of merchandise. Specific corrunents have referred to a lack of variety 
of high-quality clothing and current styles and colors. These corrunents have 
been made with reference to stores in suburban shopping centers as well as 
stores in the downtown area. While it is not economically feasible for all 
stores to carry very broad lines of merchandise, it is recorrunended that each 
store manager re-evaluate his current lines of merchandise. The objective of 
such an evaluation would be to arrive at an over-all line of merchandise which 
would have the greatest appeal to his clientele. 
Advertising and Promotion. Presently, very few stores in Savannah have 
consistently strong advertising programs. A reasonable explanation for this 
situation is that many small stores cannot afford the costs involved. The 
benefits of advertising are not questioned, but in many instances the costs 
are prohibitive. It is recorrunended that merchants in the downtown area adopt 
the frequent use of cooperative advertising. This technique is designed to 
attract people into the area. After attracting shoppers into the area, it is 
the task of each store to sell to the consumer. Under this plan, advertising 
costs can be reduced significantly compared with individual advertising. Co-
operative advertising is being used by suburban merchants, apparently with suc-
cess. The Downtown Merchants Association should encourage and coordinate such 
a plan. 
General Merchandising Practices. One of the subtle but distinguishing 
characteristics of retailing is the usual requirement that the customer must 
come to the store to buy. The retailer must first attract the customer to his 
store and then persuade him to buy. Of obvious importance is the requirement 
that the customer must have buying power to support his needs and desires. 
The most effective defense for a merchant against the lure of competing 
trade centers is the creation of a customer following based on something other 
than his convenient location or his personal friendship with customers. While 
local retailers do have such basic assets, these advantages often lead a mer-
chant to conclude that other factors, such as the quality of customer service 
or the attractiveness of the store, are not particularly important. While 
they may not be important to the inner circle of long-time customers, they are 
important in building new trade. An awareness of these principles has been 
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demonstrated by several successful stores in Savannah; the concept could be 
profitably applied by some of the other outlets. 
Finally, retailing tends to be part art and part science. While most of 
the sophisticated principles of industrial management are recognized, if not 
applied, in small manufacturing operations, the specialized management methods 
of large retailers have not spread as widely to small retailers. In the first 
place, many retailers are satisfied with things the way they are. Secondly, 
many find it difficult to justify the cost of some of the ideas used success-
fully by larger firms. Finally, the typical small independent retailer tends 
to be basically a trader, with a good part of his success dependent upon his 
instinct for both the purchasing power and preferences of his customers. 
In the Savannah environment -- with competition from Atlanta and nearby 
cities -- the future growth of retail trade activity will depend upon an intel-






CONSUMER SURVEY FORM 
1. Occupation of husband Occupation of wife ________ _ 
2. Where do you buy the following goods? (Downtown or a shopping center and 
give reasons why) 
Groceries 
Lumber, Building Supplies, Hardware __ ~-------------------
Furniture and Appliances __________ ~·---------~. 
Automobiles 
Clothes ---------
3. Do you shop in any towns other than Savannah7' 
If so, which one(s)?. -----------------------------------
Why do you shop there? _______ _ 
What do you buy?. _______ _ 
















CONSUMER SURVEY FORM 
(continue d) 
5. What do you like most about Savannah retailers? 
------~-------~ 
6. What could be improved most about Savannah retailers? 
7. Do you consider the downtown shopping district attractive? 
--------------~ 
Comments: 
8. Are the parking facilities adequate in the downtown shopping district? 
Comments: 
~~------------------------------~----~----~ 
9. Do you consider the shopping centers attractive?~------------~--~--­
Comments: 
------------~--------------------------~------~~------------~ 
10. Are the parking facilities adequate in the shopping centers? ____________ __ 
Comments: -------------------------------------------------
11. What improvements are needed in the downtown shopping district in order 
to make it a better place to shop? __________ __ 
12. What improvements are needed in the shopping centers in order to make 
them better places to shop! 
~----------------------------------------------~ 
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INITIAL TRAINING PROGRAM FOR SALES PERSONNEL 
Organized training of new people is desirable in every store. The 
amount and nature of initial training for newly employed salespeople varies, 
of course, according to the needs of the store. There are, however, certain 
fundamental things which the new salesperson should know. These are store 
organization and policy, store rules and regulations, selling systems, sales-
manship, and certain job instructions, such as merchandise location, merchan-
dise assortments, and general merchandise information likely to be required 
of salespeople by customers. Whether or not they are taught in central class-
rooms or on the job will depend upon the size of the store and its organiza-
tion for training. Ideally, organization, policies, rules and regulations, 
and systems should be taught centrally in classrooms by a member of the train-
ing staff. In a small store, however, these items and other portions of the 
training program can be taught by a department manager, the store manager, or 
even a salesperson. 
The following outline is a suggested framework for an initial training 
program. Each lesson should be designed to best meet the needs of the indi-
vidual store. 
Lesson I. Introduction of employee to the store through facts 
about history of store and a discussion of general 
policies 
Included in the lesson would be a brief history of 
the store from its founding to its present organiza-
tion. The new worker would have a chance to become 
familiar with current officers, department heads, and 
other important personnel. The lesson would cover 
the percentage of charge business the store handles, 
the delivery service used and its cost to the store, 
interesting merchandising statistics, and policies of 
the store concerning customers as well as employees. 
Lesson II. To teach the layout of the entire store 
The new employees would be taken on a tour of each 
selling department. In addition they would visit the 
receiving area, stock rooms, and various offices, such 
as credit and accounting. A brief description of the 




INITIAL TRAINING PROGRAM FOR SALES PERSONNEL 
(continued) 
Lesson III. To teach the various selling systems 
The new employee should have an explanation of the 
operations necessary to complete a sale, including 
filling out a sales check, operating the cash reg-
ister, etc. At this time the salesperson should be 
given an opportunity to practice the operation. 
The salesperson should have any other types of trans-
actions explained and should be given an opportunity 
to practice each. Included would be how to properly 
handle a charge transaction, a C.O.D. transaction, a 
lay-away, and an exchange (even and uneven) of mer-
chandise. 
Due to the importance of proper handling of various 
transactions, special care should be given to insure 
the competency of each salesperson in this phase of 
selling. 
Lesson IV. To give the general fundamentals of salesmanship 
Lesson 
This lesson should acquaint the salesperson with the 
principles of good salesmanship, including meeting 
the customer, relating merchandise to customer needs, 
developing interest by giving facts about the merchan-
dise, meeting sales resistance, and closing the sale. 
V. Learning the merchandise of the department to which 
the new salesperson is assigned 
The salesperson would have an opportunity to familiar-
ize himself with the layout of the department and with 
the merchandise. The department head or a competent 
salesperson should be available for questions or any 
necessary instruction. 
Lesson VI. Follow-up 
The new employee should be given a chance to ask any 
questions he might have, especially concerning any 
difficulties he may encounter. Also, the manager or 
training sponsor might give any further instruction 
which might be necessary. 
-45-
